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January 2014
Message From The President
Happy New Year Everyone! I hope that you all were able to enjoy the holidays and that
everyone had a very Merry Christmas. As some of you may remember at the
convention we were unable to fill all of the regional director positions. We had one
vacancy that I'm happy to report has been filled. John Graves of Luray Caverns has
volunteered to fill that final vacancy on the Board. Thank you John and I'd like to
welcome you aboard. We are now at full strength and I hope that I can speak for the
entire Board when I say that we look forward to the challenges ahead in 2014.
As we move into the new year I hope that I can count on all of you to keep us, your
Board of Directors, informed of any issues that you believe are important to you, the
Association and the show cave industry. Please stay in touch with your regional
directors and feel free to communicate with your officers, Patty Perlacky, Bob Holt,
Greg Beckler and me. We look forward to hearing from you. Here's looking forward to
a busy and prosperous 2014!

Steve Rawlings
President

Harrison's Cave Acknowledged
For Cruise Visitors Tour Stop
For the third consecutive year, Princess Cruises
has awarded Goddards Shipping & Tours Ltd.
with the C.R.U.I.S.E High Volume Shore
Excursion of the Season for the port of
Barbados. The "Harrison’s Cave & Scenic Drive"
excursion has been a successful tour that has
continued to create positive and memorable
experiences f(or the cruise visitors to Barbados
from the Princess Cruises for cruise seasons
2009-2010, 2010-2011 and 2011-2012.
http://www.goddardsshipping.com/content/princessawards

NCA Buyers Group Talk
This month’s article is an attempt by a “newbie” to convey some of the things that I’ve learned over the past two years with the help and
input of the NCA buyers group.
There is so much (no surprise to me) – where do I start?











Vicky’s article on clean store presentation: when I came to the part of the dead bugs in the souvenir cups, I actually got up,
went out to the store and looked inside of them! But she drove home some really good points: our guests see any dust, trash,
broken items, torn/faded price tags every time they go up to a shelf and look at it. What was even more important to me, and
that goes for every single piece of information that I learn or find out, passing it on to my staff is just as important. How can
they implement it, if they don’t know about it?
To get rid of those odds and ends, I’ve created a “Smart Shopper Corner”: used an old wooden bookshelf, antique looking
picture frame as signage, next to it a plant and placed it on the way to the women’s restroom. Why? Women, often with
children (so kid’s odds & ends are placed on the lower shelves) may initially walk passed it, but catch it out of the corner of
their eye and when they leave the restroom, they have time to stop and browse – their husbands won’t see them for quite a
while.
The article of Jeff from Fantastic Caverns gave me a lot of basic information, especially since I’m not classically trained as a
retail merchant or buyer. Keywords: ROYGBIV and display arrangements, which, even if you can’t implement them in your
location, give you ideas to expand on: example signage: I ended up using the natural air flow from the air conditioning &
heating ducts, hung a sign underneath them and they are gently turning above the display – great eye catcher for guests –
sales up for that display!
Example display/placement: I love the wheel barrels showing off the mining rough at Bridal Cave. Currently looking for a
smaller version for our store. And another point was driven home for me at that location: didn’t we all notice the wonderful
display of cupcakes and refreshments as we entered the store? For one reason: it was located to the right as we entered. A
study of consumer shopping habits states, that if we enter an unfamiliar store, we tend to look and guide our steps towards the
right side of the store. Testing this, I completely redid the right side of our store as you enter through the entrance doors: our
book sales more than tripled this summer!
There is good advice to be found in Chris and Jody’s article about caring for the cave, as well as staff and guests, not only
does it reflect in higher sales, but a smoother running and happier organization. Viewing your staff as an investment is sound
advice – both parties can benefit from that.
Lettie’s organized preparation for a gift show can also be used when placing large, diverse orders with your reps. I’ve used her
advice, when attending and placing my orders at the NCA vendor show.
Reading Teddy’s article I found a lot of the same lessons learned:
Glass diamonds – ditto
Gemstone sea turtles – ditto
Personalized key chains – ditto
Fudge – we tried for several years – wasn’t profitable. One of those “sells like crazy in one location – can’t give it away for free
in another”
Grab bags – on my “to-do” list
Just a few random items:
Reps can be a great source for trendy items
Up sale gemstone mining with purchase of ticket
Lighting: an absolute must for all rock, mineral and gemstone merchandise
Some of our best sellers during the 2013 season: (keep in mind your demographic, our summer guests are predominantly
East Indian & Chinese): anything turtles, owls, ladybugs, elephant and – this is for you Teddy: mini glass animals.

I hope reading the ramblings of a “newbie” hasn’t bored you too much… but I truly believe, that constantly learning, sharing, taking
advice, even if it’s just one item is to the benefit for all of us!
Thank you all “cave family”!!!

Sabine Rosales
Lake Shasta Caverns

Products - Bright Lights, Inc. .
Thanks to Steve Thompson, here is another alternative to LED bulbs for cave lighting: http://www.brightlights-inc.com/products/

Cave Attractions And Their Place In The Travel Industry
Note: The following was to be presented at the 2013 Convention break-out session "Advertising Your Cave," however, circumstances
prevented it from happening.
Three ingredients are necessary to support a travel industry: leisure time, disposable income, and transportation.
The past
Even the rugged life of the country’s early settlers was occasionally touched by caves. The functional values of shelter and storage
were no doubt of initial use. Settlers lacked most of the three travel ingredients, but at some point their lives became easier. If a cave
was in the area they frequently became social gathering areas, valued for natural air conditioning. Curiosity led the adventuresome to
th
explore. Some of the Country’s oldest show caves have their roots in the 18 century.
The industrial revolution produced vast changes for American society, fostering recreational travel. In increasing numbers America’s
wealthy traveled. More people shared time, money, and most importantly, rail transportation. At first travel was limited to natural
wonders: the sea coasts and mountains. Our first attractions developed. Some of the very caves explored by settlers were popularized
by rail service: caverns like Luray, Grand, and Mammoth. Resorts also developed in the form of health spas associated with mineral
springs. Still, travel was limited to the wealthy.
Continued mechanization and World War I created demand for the availability of leisure travel in the middle class. When Henry Ford
mass-produced an automobile for the average man, the travel industry came to life. Middle income auto travel initially followed the
pattern of earlier rail travel, though regionalized due to our primitive highway system. Families traveled to natural wonders, including the
existing cave attractions.
The 1920’s were an important decade for show caves. Carlsbad Caverns was popularized by stories appearing in the national journals
and by the photographs of Ray Davis. Ray Davis pioneered cave photography and offered America its first views of underground
beauty. Carlsbad Caverns became a National Monument in 1923. In 1930 the caverns became one of twenty-eight National Parks. The
role of Floyd Collins, more certainly of his death in Sand Cave, Cannot be overlooked. As morbid as it sounds, the press coverage of
the ill-fated rescue attempt created on of the largest news stories of 1925. In 1926 an act of congress set the stage for Mammoth Cave
National Park. While the park was not dedicated until 1946, Mammoth Cave was at last administrated by the Kentucky National Park
Commission and the Mammoth Cave National Park Association. Under this joint administration, knowledge and development of the
cave again expanded.
Depression dampened travel in the 1930’s but the W.P.A. and C.C.C. projects produced much needed improvements in our Parks
System and expanded a primitive highway network. We now had a transcontinental highway system. This period also saw development
of a new type of overnight lodging to serve the traveler. Our first motels were built.
World War II interrupted travel activities for six years. The technological improvements made during the war, however, were
instrumental in producing the modern automobile. Following World War II the stage was set for an unprecedented expansion of
recreational travel. The average American’s automobile was now capable of sixty mph, we had a national highway system, and thanks
to continued mechanization and our labor movement, Americans had increased leisure time and disposable income. Existing show
caves both public and private, were inundated. Those who received publicity prior to the war were in the best position. Carlsbad
Caverns saw attendance grow from 193,000 in 1945 to nearly 552,000 in 1952. We also saw the proliferation of billboards. It was about
that simple. Many of the existing caves saw rapid expansion. Cave attractions handled a high percentage of the traveling public. They
were one of the very few existing attractions and were set to prosper throughout the 1950’s.
The 1950’s brought something else to the travel industry. When things get too prosperous, somebody else wants a piece of the action.
The travel industry was booming. Serious competition was developing: small frontier cities, reptile gardens, water parks, outdoor
theaters, and early theme parks. Our economy was strong, creating increased demand for the expanding travel attractions.
If the 1950’s boomed the 1960’s and early 1970’s were icing for the cake. Our economy continued to expand rapidly . The 60’s decade
saw unprecedented economic growth. We now had the interstate highway system, 70 mph speed limits, and automobile air
conditioning. American society was affluent and mobile. Travel was fashionable. Our preoccupation with travel might well be reflected in
General Motor’s advertising campaign of the early 60’s , “See the USA in your Chevrolet.” Competing attractions increased in number,
but in the prosperous times there seemed “plenty to go around.” According to an experienced cave manager referring to this period, “ In
the 60’s and early 70’s operating a cave was much simpler. It pretty well boiled down to how hard you wanted to push your attendance
curve up, as to what degree you increased your advertising budget.”
The late 1970’s and 1980’s produced new circumstances. We have seen a recession, gas shortage and associated price increases,
rampant inflation, and another recession: hard times for our society. Cave attendance began declining as early as 1972.

In the mid 80’s Russ Campbell of Fantastic Caverns conducted a survey to collect information on show caves. Forty-four cave
attractions responded, thirty-five from the private sector and nine state and federal operations. The majority of the days cave attractions
were opened between 1850 and 1950. The 1920’s and 1930’s saw more caves opened then any similar period. When recreational
travel was emerging, as early as the Industrial Revolution and as late as WWII, cave attractions played heavily in travel plans and saw
little in the way of competition. During the expansion of the 1950’s, 1960’s and early 1970’s cave attractions were established and many
scored large traffic increases. Caves still figured heavily in travel plans, even though late in this period large man-made entertainment
complexes became the industry leaders. Historically caves have played a big role in recreational travel. Caves were the original tourist
attractions.
What did the later 1970’s and 1980’s bring? Cave attendance had been generally declining. Most of the surveyed caves recorded peak
attendance between 1973 and 1978. The 1980’s saw little improvement. It would be tempting to show the correlation between declining
cave attendance and a declining economy and just close this matter. The cause and affected relationship is no doubt very real and
significant. No doubt as Americans’ discretionary spending increases, so will cave attendance. This, I am afraid, would be shortsighted .
There are other forces working on cave operators: public perception of show caves and changing demographics.
Public perception and market appeal are two closely related matters. The public’s interest in caves historically has been high. The
publicity afforded cave explorations and discoveries during the 1920’s and 1930’s generated much interest. The bold publicity and
roadside promotion of the 1950’s and 1960’s continued the appeal. This interest was generated in newly mobile society. Few people
had seen a cave. The cave tour was thrilling and a new adventure. There were few competing attractions. Market appeal was high.
I suspect today’s travel market place is quite different. Look at the options afforded: theme parks, music shows, water attractions, state
and federal parks, cruises, packaged overseas tours. The list goes on and on. Contrasted to our competition caves may not be the
thrilling adventure they once were perceived to be. I also would speculate that a high percentage of the market has visited at least one
cave in there lifetime, again reducing the sensation of adventure. Cave operators may have further reduced their appeal by their
inability to change with the times. Most cave tours are almost exactly the same as they were in the 1960’s. Unfortunately most private
cave attractions are marketed just the same way they were in the 1960’s. These points all contribute to a general perception of
decreased value and over commercialization. I guess I would have to say that many cave managers seem to have been asleep for the
past twenty years. They have just been trying to continue what was successful earlier. Cave management needs to take the blinders off
and go to work. If our product demand is decreased by poor public perception we need to work to change the perception. This is a
manageable situation. Public perception can be changed by individual attractions taking a hard look at themselves and increasing their
entertainment and hospitality values: Go look for that” better idea.” Perception can be changed through regional and national trade
associations. We need to demonstrate and communicate our value. Most importantly we need to generate interest in caves in our
youth. We need to cultivate our next market. School systems are eager to receive “quality” educational materials. Why do you think
Ford advertises on the Disney Channel? … To cultivate their upcoming market.
Demographics are changing. Not only is our population changing character and shifting, it is getting older. Most cave tours are either
physically difficult or are considered to be to difficult. As “America Grays” what will happen to cave attractions? If some medium and
long range changes are not implemented, our market appeal will be further reduced. This aging of our population may well be the most
significant problem to confront cave management. Those who adapt to serve these customers will necessarily be making the decisions
in the next 5-10 years. Times are changing.
Cave attractions have been popular for 50 years. Attendance seems to have been generally declining since the mid 1970’s. I would
expect many cave operators will continue to see generally declining crowds. Others who are serving contemporary markets will grow.
The future, now more than ever, belongs to the creative organizations that recognize what the public is looking for. Ten years from now
we will probably see fewer show caves. This is not predicting doom, but rather recognizes a challenge. CAVE OPERATORS: decide
what business you're in, are you in the Cave business? or are you in the carnival business? There has been a number of fad’s go
through the cave industry, fudge making, restaurants, zip lines, the list goes on and on. Here is a question, if you took the money you
spent on building a zip line and used it to market selling cave tickets which would be more profitable? …That’s right the cave tickets. A
very smart person told me a long time ago… nothing will make you more money than the next cave ticket you sell!!!! So, Survey the
times, survey the market, take a good look at what you offer and go to work.

Doug Campbell
Fantastic Caverns

NCA Cave Directory Brochures
Are you in need of a supply? Please email Bob at bob@cavern.com

NCA Insurance Column
NCA members’ resource for insurance information, news, education and industry hilarity!
Holidays are an eagerly anticipated break from the normal routine. They can also be a time of great stress – not to mention brutal on the waistline. Y o u r
i n s u r a n c e p r o g r a m b r o k e r s h a v e p r e pared a few helpful strategies to see you through a time of year that can be filled with as much cause for
celebration as it is a cause for stress.
Does there come a p o i n t i n every holiday season when you’re standing in one more endless mall line, hearing one more Christmas ditty, seeing yet another
replay of its A Wonderful Life, and you suddenly feel like throttling someone’s turtle dove? When festive becomes frenetic a n d decking the halls turns into
thoughts of decking your brother-in-law, you know you are in the grip of holiday stress. Remember, Clark Griswold in the movie Christmas Vacation……..?
Rest assured you are not alone. Holiday stress may be inevitable, but it doesn’t have to get the best of you. By employing some of the following strategies, you
can reduce your stress, deal more effectively with shopping, family visits and those sleepless nights that can result from putting together toys for the tots or from
too much celebrating – and maybe really enjoy this time of year.
Recognize the Signs
When we think of stress symptoms, high blood pressure, elevated heart rate, overeating and excessive sweating come to mind. Other more subtle signs, such
as irritability, insomnia, anxiety, headaches, indigestion and muscle tension, may also be telling you that you need to pause and take care of yourself.
Get Some Cardiovascular Exercise
Yes, you've seen this recommendation a million times for beating holiday weight gain, but the gym is also a stress beater and a great escape. You can work out
(exercise, all by itself, relieves stress because of the healthy way it releases endorphins into your brain… an all-natural high), relax in the hot tub or s w e a t
o u t your stress in the steam room. For those who can’t afford the gym, cardiovascular benefits can be just as easily achieved by walking briskly, jogging or
running. In addition to burning all those calories and minimizing holiday weight gain, exercise can get you out o f the house when you need a break from the
family!
Remember that if you are new to an exercise program or have not exercised in quite a while, you should consult your physician before beginning to workout.
Get Help!
You don’t have to do it all yourself. Nowhere is it written that you must single-handedly take care of the shopping, wrapping, cleaning and cooking, and trying to
do it all is a sure recipe for disaster. Though they often don’t think of it on their own, family members are generally glad to pitch in and help out when asked to
do so.
Food
Holidays turn most of us into binge eaters. Running all over town shopping, skipping lunch and then overdosing on the cookies and fudge that a colleague has
brought to work leaves us bouncing around like hypoglycemic ping pong balls.
To help ward off temptation, enlist the support of a designated nagger – someone who will gently remind you when you are overdoing it. Someone who w i l l
tug you away from the buffet table and someone who will remind you to take reasonable portions and move away should be sought. In the absence of such an
assistant, we offer this adage: out of sight, out o f mi nd .
Just Say NO!
You can give yourself no better gift this holiday season than permission to say “no.” Assign priorities. Attend the functions you must attend, and do the tasks
you can’t entrust to a spouse or kids. Say no to everything that is of little or no importance t o you. If you d o n’ t take care of yourself, you can’t take care of
anyone or anything else when you really want or need to.
Employ Your Relaxation Technique of Choice
Everyone knows that yoga is fantastic for flexibility, but it’s also great for preparing your mind, body and soul for the annual visit with the in-laws. So when your
mother-in-law wheezes, “I spent hours preparing this pie, but I’m sure yours is better,” instead of grinding your teeth and feeling your blood pressure shoot above
the danger zone, just smile serenely and assume your Downward Facing Dog Pose. Seriously, yoga and many other meditation/relaxation techniques have been
proven to dramatically increase overall well-being and reduce stress.
Reward Yourself
When the holidays are over, reward yourself for a job well done. Treating yourself to a massage or a facial (or both!) are excellent toppers to the holiday season and
segues to the New Year.

Holiday Perspective
The holiday season is a minefield of stresses, small and large. For most of us, time, money and energy are limited, but expectations can be sky high. Try to keep in
mind that in two years – and maybe even two weeks – no one w i l l remember that the tree lights didn’t blink or the turkey was dry. The holidays should be a time
for fun and relaxation with family and friends, but it’s best to remember that we can define our own fun and create our own relaxation. Maintaining this
perspective will go a long way toward keeping your stresses in check this holiday season.
One last suggestion would be to do what Keith’s Dad always said to do “If you want less stress during the Holiday season, celebrate Russian Christmas because its
two weeks after Christmas - everything settles down by then and everything has gone on sale!”
Please accept our very best this Holiday Season. Merry Christmas and Happy New Year!
I got it from the Internet, so it must be true…
Organizers of an Olympics event were ordered to pay damages to a man who missed the event due to heavy traffic. In Japan, a c ourt
has ordered the organizers of the Nagano Winter Olympics to pay damages for mental anguish to a spectator who missed an event
because of heavy traffic.
Contact Us: If you have any comments, questions or suggestions for the NCA Insurance Column, please contact haginn@caverntours.

Heather Ginn
Insurance Committee

National Cave and Karst Research Institute
Dear Friends,
th

The 6 International Workshop on Ice Caves (IWIC-VI) is coming to Idaho Falls, Idaho, USA, on 17-22 August 2014 and I’m pleased to
announce our Call for Papers! This will be the first IWIC outside of Europe and an excellent opportunity for North American ice
scientists to attend. We welcome papers on any topic involving cave ice. Major themes include:

Cave glaciology and ice dynamics

Cave meteorology and climatology

Cryo-mineralogy and cryo-crystallography

Paleoclimatology and global change

Chemistry and geochemistry of ice caves

Ice cave management and technology

Glacier caves
Please note that there is no separate abstract submission procedure. We encourage submission of full manuscripts but will acc ept
extended abstracts for publication in the conference proceedings volume. The deadline for submission of all manuscripts and extended
abstracts is 14 April, 2014.
For more information on the conference, visit http://www.iwic-vi.org/index.html. Also, look for the announcement on the opening of
registration for IWIC-VI, which will to start soon.
IWIC is a series of conferences devoted entirely to ice cave studies, where international experts discuss ongoing research efforts and
promote global cooperation in ice cave science and management. IWIC is a conference of the Glacier, Firn, and Ice Caves Commission
of the International Union of Speleology, and IWIC-VI is being hosted by the National Cave and Karst Research Institute of the USA.
On behalf of the IWIC-VI Organizing Committee, we look forward to receiving your papers and meeting you in Idaho Falls in August
2014.
Please forward or post this message to anyone who may be interested. Thank you.

George Veni, Ph.D.
Executive Director
National Cave and Karst Research Institute

WNS Report
As a result of swabbing bats in caves, Missouri will be adding Ste. Genevieve and Jefferson Counties as WNS Suspect due to detection
of Pseudogymnoascus destructans (the new name of the causative fungus – same fungus just different name). These bats were not
showing signs of the disease, but these results indicate that they had been exposed to the fungus.
A study from the Illinois Natural History Survey and the University of Illinois found that Pd can live on any complex carbon source,
including insects, wood, dead fungi and cave fish.
th

In a news release on December 12 , the CBD and other National and Pennsylvania conservation groups wrote letters to the USFWS
that critiqued a permit proposal. The PA Game Commission and the PA Dept. of Natural Resources have asked for an ‘incidental take
permit’ for the Indiana and Northern long-eared bats. The permit is for forestry activities on state lands. Both species are dependent on
large, older trees for roosting and foraging. Logging could fragment and destroy the habitat.

Patty Perlaky
WNS Chair

WATCH THIS VIDEO: Battle For Bats: Surviving White Nose Syndrome
You may find some interest in our film, Battle For Bats: Surviving White Nose Syndrome, produced for the Forest Service. The film
demonstrates what govt. agencies are doing to mitigate the WNS crisis and how the public can help to restore bat populations. Please
share the link with your membership and consider embedding the film on your website.

Dave McGowan
Ravenswood Media, Inc.
312-356-9099
410 S. Michigan Ave., #934
Chicago, IL 60605

DVD: Mammoth Cave: A Way to Wonder

Exploration is really the essence of the Human Experience.
Frank Borman

Mammoth Cave: A Way to Wonder is a documentary about the untold stories of
Mammoth Cave National Park.
They are the tales of exploration and discovery beginning with pre-historic Native Americans ten
thousand years ago, to the ongoing explorations by scientists today. WKYU-PBS was given
unprecedented access to parts of the cave and park that few see.
This special edition disc contains the hour long documentary and over 15 minutes of behind the scenes stories
and footage not seen in the program. Travel with us into Mammoth Cave National Park and discover why it is truly A Way to Wonder.

$20 each (plus tax and S&H)

START ORDER HERE

http://www.friendsofmammothcave.org/Store.html
NOTE:
Proceeds from DVD sales support the Student Transportation Grant Program along with other Park programs
and projects.

Affiliate of the Month

Laser Gifts

"Over the last few years we have developed some wonderful vendor/member relationships with many of the NCA facilities, and we feel
strongly that by being members, and supporting the overall mission of the organization, an even stronger relationship can be
established with all facility members. Laser Gifts has a wealth of product that profitably fit your retail stores, and we continue to create
new and exciting products on a regular basis."

Daniel Radillo
National Sales Manager

(928) 776 - 4430 x 209 offc
(305) 793 - 3415 cell
http://www.lasergifts.com

Got News?
Please make sure you let Bob Holt know when you have news to share with the membership regarding you and your cave. It is the goal
of the NCA office to produce more issues of Cave Talk and this can only happen when you help with the sharing of your news. Please
send your articles, photographs to bob@cavern.com.

February 2014 Cave Talk Deadline
Please have all articles to Bob Holt no later than January 15. Thank you!

From Deep Down in the Archives... Timeline 1967

The 1967 Luray Caverns Convention. How many faces do you recognize? Thanks to Eric Evans for digging out this photo!

Mark Your Calendar!




















Tucson Gem and Mineral Shows 2014, Tucson, Arizona, February 1 - 16, 2014
NCA Mid-Winter Board of Directors Meeting, Renaissance Airport Hotel, St. Louis, Missouri, March 3 - 5, 2014
NSS Convention 2014, NSS Headquarters, Huntsville, Alabama, July 14 - 18, 2014
16th International Congress of Speleology, Brno, Czech Republic, July 21 - 28, 2014
NCA Convention 2014, Host: Cave of the Winds, Colorado Springs, Colorado, September 29 - October 3, 2014
International Show Caves Association Congress 2014, Jenolan Caves, New South Wales, Australia, November 2 - 8, 2014
IGES/SSS 2014, Sevierville & Pigeon Forge, Tennessee, November 4 - 8, 2014
IAAPA 2014, Orlando, Florida, November 17 - 21, 2014
Tucson Gem and Mineral Shows 2015, Tucson, Arizona, January 31 - February 15, 2015
NCA Mid-Winter Board of Directors Meeting, Renaissance Airport Hotel, St. Louis, Missouri, March 2 - 4, 2015
NSS Convention 2015, Waynesville, Missouri, July 13 - 17, 2015
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NCA Convention 2015, (50 Anniversary) Host: Cave of the Mounds, Blue Mounds, Wisconsin, September 19 - 24, 2015
IGES/SSS 2015, Sevierville & Pigeon Forge, Tennessee, November 3 - 7, 2015
IAAPA 2015, Orlando, Florida, November 16 - 20, 2015
Tucson Gem and Mineral Shows 2016, Tucson, Arizona, January 30 - February 14, 2015
NCA Mid-Winter Board of Directors Meeting, Renaissance Airport Hotel, St. Louis, Missouri, February 22 - 24, 2016
NSS Convention 2016, Ely, Nevada, July 17 - 23, 2016
NCA Convention 2016, Host: Squire Boone Caverns, French Lick, Indiana, September 19 - 23, 2016
IAAPA 2016, Orlando, Florida, November 8 - 11, 2016

